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ABSTRACT ■ % 

An examinatiqfl of the "Ltas Angeles Times,* the "Long 
Beach Independent Press-Telegram," tjie ".Register," and the "Herald 

.Examiner" as veil as personal interviews conducted at the editorial 
and management levels reveal the^effect of changing American social 
values* Changing . values can be marked bfr such broad indicators as 
graphic renovation/ regionalization of news content, 'creation of 
special sections wholly devoted to leisure an4/o£ segmented iudience 
interests, as well as suc^ subtle alterations as the Refinements of 
tables of , coigents, increases in* news brief sections, - changes in > 
women 1 s coverage, section ali nation, and increases in feature and . 

'entertainment materials. In addition, the management ahd marketing/ 
techniques of njewspafcers have changed. Host metropolitan* area * / \ 
newspapers now utilize market research as an integral decision* making 
tool v in the, daily management of their newspa'pers. .Others have'* / 

. established internal autonomous research. departments to aonAor 'the 
change taking place in , the communities theft the; serve. The marketing. 
o*f net^papprs has also phanged # as owners *seek the £est possible 
position for their product in 9 a fiercely competitive medi^ 
environment • Host of ttfese change? have occurred nit-hin the past 

.three to H;ve .years* (HOD) w \ / , * % 
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AN OPENING THOUGHT 

In a 1977 comment by Robert G. Marbut, Tres- , 
ident of the .Harte-Hanks Newspaper group, the 
v philosophy underlying this research was foundj* 

" ..*.our changing society is having a dramatic 
-influence on the informational needs of the 
market place.' The trend is toward greater 
fragmentation. .\more specialization. The 
homojgeneous mass audience of yesterday is giving 
way to the heterogene'ous audience of tomorrow. . . 
• > 

> 

"Therefore, in order to resporid effectively ^o 
both the opportunities and threats implicit in 
this scenario,, the newspaper can no longer count 
on the haphazard approach of yesterday. Instead, 

a new approach is 'required the marketing approach 

iii which the needs of the 1 customersybecome the 
central concern." , 



-* • , 

♦Quotation Reported in'Ernest F. Larkin, • 
Gerald L.. Grotta and Phillip Stout, "The J21-3f- .i 
Year Old Market and 'the Daily Newspaper, *'- ANPA v 

News-Researclv-Re-por-t ,-No^— L_(Jtfashington,^DxC- *.\ 

American News paper P ublishe rs Association, 1977) t 
pp. 6-?. ~ 1 " " v " " " 



' ' * * * y t PREFACE ' ' . -w. 

/ • 

To study, describe and document changes in social valuers 

* ^ ■ * 

is like trying to study the^wind.' We know it is there, but we •' 
can't quite "see" it. We can document" its historical pattern, 
but wnen we are in the middle of the " storm," it is difficult . * 
to gain an accurate perspective, and next to impossible to . t 
forecast. . One sopiological study begins' with this insiightt 
"The hardest transition \to see is the one we are in." Further, ^ 
once we think we have .g&ijied some valuable insights into the 
situation, the situation changes (the Wind shifts) and we must » 
.begin our study over 'again. . , \ 

Such is the predicament in which I found myself as I con- 
ducted research for *this paper. The bo,dy of literature (both > 
quantitative and qualitative) in the area* of values is large. ^ *> 
However, each author representing each discipline Jakes a different * 
view of value change and how it affects his or" her particular field of 
study. Psychologists view changes in individual thought, .sociolo- 

gists view holistic shifts in social patterns,, and anthropologists 

'««.••*• 

view the various cultural changes. The battery j of discipline- 

> • * ' «" * ' 

biased surveys and tests is enormous j their differences in results 

are equally enormous . / ' / 



^Harlan Cleveland and ThomaJ W. Wilson, *Jrv Humangrowthi 
An Essay on Growth. Values and the Quality of Life (Palo Alto, CAj 
Aspen Institute for Humanistic studies, 1978) , p. 1- , " / 

•* ' . 
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As I began this* paper, I, too, began with a field bias. I 
vas searching f6ir shifts in social values that may be related 
specifically to noticeable changes in the newspaper industry: , 
I searched, through a. large body of literature and then chose the 

research that best fit my objective^. Of course, the bias in- 

0 * 
herent In that approach is evident. Social change is neither . 

static nor monolithic* 1% is complex, changing and pervasive 

among all aspects pf society. To link several dynamic social 

variables to , several defined (but also dynamic) changes in the 

newspaper industry is, therefore, a dangerous proposition. 

However, it -is a challenging and an interesting one,*and one on 

• which this ^aper is based;. 

While there/seems t6 be strong evidence to support the * 

conclusions I have drawn_in this paper,- the reader should be 

aware that the ^issues are certainly more complex than I've pre- 

sented here. Changes in any society," any industry, are almost ' 

certain to be linked to more than one cause. However, with the 

restricted scopef ttnd length of this paper in mind, the cause- 1 

effect relationships flrawn within it provide a definite, but 

i * v 

T hope^ enlightening perspective. 
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INTRODUCTION 



The newspaper industry has been facing difficulties for 
... ' | ' 

some time now: According to media researcher Gerald Grotta, the 

two basic indicators .of growth iri the daily newspaper' industry--- 

advertising and circulation — have shown downward trends since 

the 1950s. 1 * Grotta points out that -from 19^ to 1950, newspaper, 

advertising grew more than twice as rapidly as the Gross" ^National 

Product (GNP). However, from i960 to 1970, newspaper advertising 

i » 
grew only 58&? while GNP grew 9^« The same relative decline can 

be seen in circulation. Although, from 1920 to 1950, newspaper. . 

■ * I* M 

circulation grew at a much faster T rate than population, after* 195° » 
the rate steadily slowed, and through the, sixties, newspaper 
circulation was unable to keep lip with the growing number of 
" households. 2 .The problems; continued, through the seven-ikes as 
well, much- to the 'chagrin of an "already financially strapped 



""■Gerald Li Grotta, "Prosperous Newspaper .Industry May Be 
Heading for Decline," Journalism Quarterly 51 (Autumn 197*0 tW- 
Statistics .for advertising growth rates prior to 19k6 were not 
"""given in Grotta" s article, and I found no similar comparisons 
elsewhere*. ' » ** J ' / •_ .. 



industry. 3 In addition, lengthy labor disputes and increases inr 
the -costs^of- paper and^equipme'nt^dfe _ 

dustry/s difficulties. * 

«• * " * • • % 

These problems did not go ynnoticedi the decline in cirpula- 

* - — 

tion and Advertising growth spurred much interest and Concern 

• ' * r m • * ' 

among many graups. When the downward trends firsl; became obvious 

during the sixties, newspaper owners and media researchers began to 

search for answers as to j/hy these trends were taking place. Some 

• ' » 

blamed it on declining literacy rates. Others blamed the rising _ 

• : . » > _^ 

popularity of television and fierce competition among media for me t 

. h . 

valuable ^jime of their users. Still others looked at more philosophical 

questions % Was the print* medium dying with the development of elec- 
tronic media? the business practices, of newspapers lagging 
behind modern marketing and industry management techniques? Were 
the changing needs" of American readers no longer* being met by the 



V 



t 



1 



-^Fergus M^Bordewich. "Supermarket-ing the Newspaper," 
Columbia Journalism Review 16 (September/October 1977) » 24 i Ernest 
F^JDarkin, Gerald L. Grotta and Phillip Stout, "The 21-34 Year v 
Old Market and the Daily Newspaper," ANPA-News Research Repoyt. 
No. 1 (Washington, D.C.t American Newspaper Publishers Assn.>, 

1977, P. 1» and' Edward :«. Harte, "Newspapers," Washington __ 

Journalism Review 2 t ( January/February 1980)»48. and .other 
publications* ^ . » • 

Sordewich, "Supermarketing," 2ft. See alsb Melvin 'L, DeFleur, 
Theories of Mass Communication (NewYorki . David McKay Co.), pp. 1-21, 
for a history of the press and how it has been affected by other 
media competition. For a discussion of media competition as well 
as declining literacy Tate s see also E^nedt C. Hynds, American 
News-papers in the 1970s (New Yorkt Hastings House, 1975) . PP- 17-24. 

' » . ._ ; _ . _, _; 
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3 " — ' ' 
traditional content, format and structure of the American press?^ 

pt^Elfoe fx t1p stions f an^ if Jiewapaper indus- 
try .was to survive and grow, industry leaders needGd'to find 
answers to these questions and many others. To find these 

■ i * 

* answers, newspaper management turned to the field of marJceT; an4 
audienca Research, v ' * 

While- the 1950s and l§60s fostered the .beginnings of 
* readership research-in response to these , questions, and mariy surveys 

were conducted during this time,^ these 'surveys were limited(in . 
yj scope and purpose and were often conducted with the academic, k 



7" ^The question of the dying print media was first popularized 

' in the sixties lay Marshall McLuhan, Understanding Media (New Yorki 
• McGraw-Hill,. 196%) . "Although many media philosophers have taken an 
interest in it from time to time since then, no significant con- ■ * 
elusive evidence" has teen formulated to support the idea'. However, 
a more recent argument "by sociologist Richard Maisel links the 
" dec*iine of print media to post- industrial social 'change , "The Decline 
of Mass Media," Public Opinion Quarterly 3^ (Spring 1973) » 159-170 . 

Questions regarding the "business practices, management and 
marketing techniques of the newspaper industry were addressed fairly 
early In the decline trend by William. A. Mindak, "Do Newspaper. Pub- 
lishers Suffer from Marketing Myopia'?" Journalism Quarterly 
(Autumn 1965) i*03-<W-2 . From 196^ to 1975. hpwever, there seems to 
■be a paucity in literature that discusses the) Mindak view. 'In 1975i 
newspaper reseaiyher Leo Bogart picked up on Mindak* s studies and 
suggested that rttwspapers begin to become more market- oriented to 
defirfe and meet the 4 , changing needs of their readers. Other studies 
•have /since followed suit. .These arei Leo Bogart, "How $he Challenge 
of Television News Affects the .Prosperity of Daily Newspapers," 
Journalism Quarterly 52 (Autumn 1975) i^03-*H0| Bordewich, "SupeTmar- 
ketin*,"{ 2*4-30 1 and Philip Meyer, "In Defense of the Marketing 
Approach," Columbia Journalism Review 17 (January/February 1978)*, 

pp. 60-62. , ' » . 
• • • 

^"Jtewspaper Readership ana Circulation, " ANPA News Research 
Report, No.. 3 (Washington, D.C0' "American Newspaper ^Publishers 
Association, Way 27, 1977) lists over k69 research findings on 
readership and circulation completed between 1950 and 1976. 



rather than -the practitioner, in, mind.' %n fact, the science of 

audience and market research particularly geared* to newspaper 

use 'and readership was not widely used t?y editors and publishers * 

'until the 'late 1970s. 8 C.A.' (Pete) McKnight, Editor of the 

Charlotte (Worth Caroling) Observer and one of the early proponents 

of editorial use of readership research explains! , . ♦ 

Much the early readership research pointed to 
problems rather than solutions, , There -was no 
practical emphasis for editors** Also, much of it ■ 
was published in academic journals , and the editors . * 
just did not read academic journals* • .Research results 
'also needed to be explained ii> ,teinis the average editor 
could understand,* Editors* simply were not geared for 
reading and interpreting statistical data, . .They needed 
-to know how they could interpret the results for use ' 
in their pwn newspajtersj? x 

■ * * 

But . in the'late 70s, things. began- to change. With the 

combined educational and informational efforts of the American ^_ 

-Newspaper Publishers Association (ANPA), the American Society, of 

Newspaper Editors ( ASNE) , .the Newspaper Advertising Bureau (NAB), 

and several other newspaper- oriented associations, newspaper editors 

and publishers became increasingly aware of and interested in * 

* 

newspaper readership and market research. In fact, during the 
late 70S, many* newspaperjT began to create marketing research 



7 Jay G. Blumler, "Purposes of Mass Communications Researcht 
A Transatlantic Perspective, " Journalism Quart erljjf ~?5 (Summer 19?8) 



Z19-230*. 



°John Timberlake, "NRC Editorial Research position Paper," 
speech delivered to the National Research Council, meeting November 

1979, PP. I- 2 *- , • - 



^Telephone interview 'with C.A. McKnight, Editor,* Charlotte 
Observer . March 10, 1981. Mr. McKnight* is also one of the founders 
of the ASNE's Nevfspaper Research Council. 



departments .or positions that would not only serve as information 

sources for. potential advertisers, but would also assist the 

editorial departments in gaining insight into reader preferences',' 
' • , .•*... » 

i n •* • 

lifestyles and reading habits. In addition to generating their 



own research, /^ewspJjpers also were increasingly using consulting ' ft 
fimns that specialized in newspaper audience research. ThTr-fleX^Yorj:- 

based firm of Yankelovich, Skelly and White, for example, reported 

" — C i • • r 

large increases in its business related to the newspaper industry 

during the late 70s. 11 Several new research agencies (3 Sigma and 

Belden, for example) emerged during' this decade, agencies especially 

geared to newspaper^- oriented research. A u 

c . • « ■ 

The implication' of this availability of Audience research to 

* - * ' 

newspapers was significant^ Editors no longer had to rely merely on 
internal tfarket judgments and "seat-of-the-pants" editing. They could 
now use marketing research as a tool for managing their newspapers, 

■ • x 

and in making t the day-to-day decisions abolit what should or should 

». . *. ** *** 

not be included and/ or emphasized^ in theifj publications. 

The reader should not be led to believe, however, that this 

change was a smooth one. The "marketing approach tp-^he. news" was 

"not accepted wholeheartedly by the newspaper industry. JJany newspaper 

professionals called it "GailuV'editing" and "news doctoripg." Editors 
f 

/eared that the preoccupation with the market and its penceived needs 



10 The trend toward using .the marketing approach in the newspaper 
industry Vas traced in Donna R. Downes, "Give *Em What They Want or 
Give "Em What They Need," a term research paper presented to Communi- 
cations 515 students at California State University, Fullerton, * 
California, April 1980. / \ 

telephone- interview with Al £esk, Yankelovich, Skelly 
and White, Newport Jeach, California, March St. 1981. 

- ia. *.« i 



would cause newspapers to "lose sight jj>f L±he i r nona t i tutl o n al 



function to , tell thje public? what it needs to lcnow." Othiers 
felt that this reliance on the public to de'termine what the£ , 
wante'dln their. newspapers would result', in ",...flas.hy graphics^ ' 
chopped-up news summaries, and fluffy entertainment in place of 
solid information ,abpu< public affairs. . . ,,JJ ■* N * . 4 

j r - - - * 

Although the marketing approach has gained a good deal of-*-»«f 

» • , 

acceptance in the industry during the last few years, the debate 
about its effects on the^f traditional ethics of the news industry ^ 
still exists.. However, an increasing number of newspaper pr*6- * 
fessionals agree that the' only, way newspapers will continue to 
exist and to exist profitably is to develop a product that meets 
the changing needs of its readers,* and those changing needs mus-t^ 
be determined not only by. internal newspaper Judgments", but by ^ 



i 

A 



sound research as.well. 

sCloselyyelated to this recent shift to newspaper manage- f 
ment's reliance on readership data is the nature of, the da tar 
itself and the effect it has had on the /newspaper editorial # , 
content. The questions asked by the researchers were and are 
very, much related to tracing value changes* in America 'and the "effects 
these changes have had on the newspaper industry. The emphasis of 
most of -this research was and is to janswer the questions "Why 
*-are. fewer people reading a newspaper today than ever before?" and, 



"What can newspapers do to build their readership?" The answer to 

- • ' ' ■ " ■ ' v *_ 



_ 4 * 

1? Meyer, "Marketing Approach," Columbia Journalism Review , p. §0 
13 Ibid*, p. 60. * ~ 



• . . - - . • . 7 . ■ 

S w < - 

these questions seems to^ie in a "broad-based sociological and 



value change that, has taken place in America "over the past rew 

... >; \ «• 
decades. A discussion -of this change and its effect on the 

newspaper industry form the central theme of this paper. 



Purpose of this 'Paper * '■ . 

The purpose of this paper is to trace the relationship 
between changes in American, social values over the last few V 
decades, and various retj^nt shifts "in the editorial content, style # 
and management -of the, daily newspaper. 

This study is exploratory in nature and is part^of a larger 
thesis- oriented research project that documents -a recent but 
rapid change in- newspaper management, content and marketings— 
a change from .a traditional emphasis -on internally determined.- 
management to an increasingly reader- oriented (externally determined) 
newspaper management style (briefly \escribed above as the "marketing 
approach to the news") . ,\ * . • 

< •" ■ 

<. Methods of Research 
■ * The dat& in and conclusions ' f pom this study come ; from * ^ 

three sources.. First/ the documentation of value change in America 
is' based on a. review 'of several cross-disciplinary studies (bQth 
quantitative and' qualitative), that .nave been conducted* from the 
•1950s- to the present., % ' '»-''•. 



• ^A^ummary^f^his^ociological^change^and JL*s„effereton 

the newspaper industry may be found in Yankelovich, Skelly an6T 
White, inc. "Tracking. the Attitudes of the Public Toward the 
Newspaper Business— Ifrrt 3," ^PA News ^Research Report, Ho. 20 
(Washington, D.C.t American Newspaper Publishers Association, 
, May 25, 1979). , « - ■ 



* * TChe sefcond *ype" of source material studied for this 4 
project was that related 1 to the changes in newspapers both r 
•editozriailjr and inqnagerially during the laetjseveatfL years. 

* r \ ■ - ■ ■ / ' * ♦ 

Secondary soupces such as books, scholarly* arti'cles and # profes- 
sicnaL ^ul?licati9nS were* used . to gaW a broad perspective orv the 
indus-fcry»trends . In addition, primary .data in tjfe .f t>rm of internal 

/ ■ „t , " ' • " ' • V % ^ ' ' ' 

Tjewspaprer jresesarcli peports an^ newspaper proinotion^l^ata, were ^ 
alsoTTsed as they ijelated^to the topic. For example, at* those 

_ * * ^ l V * .IT, **' * * • 

newspapers where the ma^kpt .orientation of newspaper managemght 

was used extensively", internal"re search reports placed less emphasis 
T ■ • ^ , • ' . . 

on pure demographics and more emphasis on lifestyle surveys and 

* • * ■ * ' - . •' • " * 

psychographics . Also, the promotional material that a newspaper 
« , •" * ■ ' » 

distributes often indicates liow ^ it, p,ercei\fes*its uniqueness . 

among other papers in the market and how it caters to th\ neeHs of 

JLtf specific aud^nces. . These matefip*f were^most helpful in. 

determining philosophical changes among editors and publishers' ^ , 

J ■ " " "J ' ;.. \ 

in response 'to/ perceived sociologicsti changes. . 

< The third type of source material I used was- the information. 

/ * » ^ ¥ 

I ieceived/Ghrough case studies conducted at four Los Angelea- , 

artfa newspapers n the Los Angeles Times , ^he Lorfe Beach . Independent 

Press-Telegram ., the Register , and .the Herald Examiner-, --ixtsjwi 

personal interviews, wGre. conducjfeedUat the editorial and managemen^ 

levels. From tnese interviews,.! gained a practical* perspective * 

i about the day-to-day management and emtorlal decision making 

* ■ . ■ * rr 

procedures, and how editors and managers perceive their community's 
social change and their newspapw's response to those changes'. * 



«' • ' J CHANGING AMERICAN 'VALUES 0 ' ' . 
, * * , The Definitioir * 

' • • ~ ~ t . . '•- 

Sociologist and psychologist Milton Rokeach has studied 



the nature of human values and value change for more than 
twenty years, performing empirical statistical studies on 
American society from 1950' to the present. .He define's a value ast 

■ • * m ■ 

• ■ 

* . ..an enduring belief ,A that a specifio^mo'de of conduct or 
end-state of existence is personally or, socially preferable 
to an opposite or converse mode of conduct' or end-state of 
existence. *3 . • . t 

In other words, values are the badis for our attitudes, beliefs 

and r l>ehaviorsr. The key part of Rokeach' s definition is his 

link between values and. behavior, a link which other researchers t 

make -as weljL. „ Sociologist KuhjTBaier, for example, says that 

by defin^^ a value" in thisfiBmlj . . . it becomes a manifestation 

of behavior and, as such, ''observable and. measurable." Skch is 

the jfliilosophy on which modern market reseeirch is based. If one 

can measure the observable behavior of individuals, then one can 

draw some possible conclusions about values . Of course, the 

reyer1?&*Ls also accepted* If one can, document the values <8f a 

» * . . j 



Hilton Rokeajbh, The Nature of Human Values (New Yorkt 
The Free Press, 1973).. P-5--' . , ' 

^ur^Baier and Nicholas Rescher, Eds., Values and the 
Future (New Yjprkf The Free Press, 1969) , p. 5» ■ 



* ■ 

particular group t then one* can also draw some possible inferences 

Jabout past, present 'and perhaps future betfavior". Whether this 

premise is valid or not is not explored in this stridy. However; it 

is the 'premise upon which marketing researchers .and newspaper 

# ■ 

managers base many decisions', and therefore, it is central to T this 

t - " 

paper. * { 

■" ' r 

Inner-Directed, Other-Directed and 
Self -Directed * 

- ' ■ " : 

Twenty years ago, sociologist David Rlesman identified a , 
■ - * , i 

subtle, but rapid change talcing place in American society. He ( t 

termed It a change from the "inner- directed" (valuing self- 

• « 

reliance, primary groups, minimal structure) ^to the society of the 
"other-directed"' (valuing peer groups, "social approval, and flexible 
values). 1 ?" While many factors figured in this change of value' .' . 
■orientation, .Riesman,. attributes much .of this change" <sfco, the growth 
of mass media/ in this country. 

Although Riesman was' mainly., describing a Changs^ that had 

i. . ► * 

• * 

taken place during the fifties (which he traced to the beginnings- , 
of television) , his work remained definitive throughout the sixties 
and early seventies as sociologists and philosophers used his 
^reasoning to explain the seeming identity crisis, the ^ 



'. ^David RiesmaA,' et.al. The Lonely Crow'd r .(New Haven i 
Yale University Press, Abridged Edition, 1961)., pp. 11-22. 



xo Ibid., Preface and pages 83-108. " 
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,lack of* certainty about values, ark feelings of alienation and 

' '* ' ■ ^ • 19. "* 

apathy that characterized, that period. * - 

The' rapid development and availability* of mass media in> 
this- country from 1900 to J#6p", "according "to JUesman, changed our 
'cultdre irom inner- directed to ptherrdirected. -In only a few 
decades, America was not only, able to communicate and share values 
■ nationwide "and worldwide, but each individual became a part of- a 
/global peeV groj^p." could brjj^den' his scope by attending to 
the mass media to learn what "otherV* valued and thought". Localized 
. iitfluenfces and personal convictions, says RieSman, became secondary 
to "other-directedness." .Hot only did this change foster a desire 
to fif In, to conform, but Jt also fostered a sense of ndrmlessness, 
- as our identities and values', shifted from one po^nffo another* * • . 
' dependent' upon the current "situation or influence . This lack* of a 
coherent, stable set of individual identities and values, Riesman 
concludes, caused ,4eep anxiety and confusion 'in individuals. 
Tit their struggle between .their desire to establish an autonomous 
self-identity, and the s^ci^necejsity^to conform to an unidentifiable 

. mass, they e:^er^nbed;W only a^^ienation_.fro^the^el^ 1 _b^ 

'"also from .the' society. arotin4 them. , . ) t 

.Since man tfould.not easily achieve a neutralization of 'the, 

anxieties (and perhaps, a-measure of rebellion during the sixties 
...... ■ % » ♦ • - y % . * • . . . K , , , 



* \ » ■ - . 
-* p 1 — ' 



1 ; T •. <"- 

% - - v " 

- 4 19 other? studies tnelt supported Riesman's view are contained , \ 
• ^in the following anthofogiesi Eric and Mary Josephs on^ -Eds., Man 
' Sonet Au ction In Mode"m Society, New York* Dell Publishing 
,Co?? l962h Edward Quinn and Paul J \ Dolan, Eds. , The Sense of the 

• 60s (New*Yorki The Free"- Press, 196.8)7 and ^braham Kaplan, pa., 

^ll vi^^nd the New Society (Rattle, University, of Washington 
^ JUisT 197Q)T In addition, .Marga ret Mead, also discusses this trend , 
* Sli Culture and Commllnnent ^New Yorki Doubleday & Co. r^9£P*. 

c D ?r • ' ' 26 RiUman, Lonel/ Crowd, pp. 239-259- > ... 



was an attempt' a>t tjhi's neutralization) , he turned Inward to a 

•j 21 * / 

•self- oriented environment. Since, he could not achieve, harmony, 

with and a sense of personal identity in" his social structure, # 

thjen his answer was 'to seek self -.awareness , .self satisfaction and 

self-actualization. Beyond 'his own world, it seemed, man was , 

powerless in an increasJLngly complex society. 

»-•'.•« * • ' 

* ■ t • 

* ' The Self-Oriented Society 

: r_ j 

r In 1966, the" Rand Co'rporation gave statistical oonfiAnation 

\ S 

of the trend toward s.elf- oriented values' first described by Riesman. 
In a limited, but in"-deptfc, study conducted for its f'Futures 
Rese^fbh" gr^up, Rand* polled seventy-five of the nation^ sheading , 
technologists, social scientists and^ futuriats to determine what' 
they thought would-be. the emphasis of human values during the next 
three decades. The responses showed a distinct projected trend 
toward "selfish'*. values^one^'s own pleasure, .physical well being 
and comfort, economic security, convenience, leisure and self - 
fulfillment). 22 . ' . . ■ , • ' A 

A few years later*, the research ,f irm of Yankelovich, skelly * 

— > — . — 1 j . _ •■ \\ » . 

and Vfliite (Yankelovich) , begai^ a mu^ch more e^cterisive ""trend study. 

of value change that would confirm the Rand Corporation findings. 

- f I 
From 1970 to 1978, Y.ankelovi^ti conducted in-depth personal interviews 



' % t * 

^■^This concept is insightfully described by William GlasseA 
M.D.,. The Identity Society (New York: Hamper & Row, 197D • A ^ 
more recent recapitulation of the trend to a self -oriented society 
was offered by James R. Petsrson, ."Tomorrows Opportunity: t Me or 
We?" USA Today , March' 19§0, pp. ► 29-30. t •' 

♦ * 

- 2 ?Baier and Rescher, Values and the Future , pp. 133-136". 
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with 2 f 50D persons, 16 years aftd older, to iden t if y\ measure and 

\ * * . . 

track social change in America and to determine its impact on /business 
aaid m|rketingt To gather data from 1950 to 1970, they ^ised a bom- * 
bipation of two research methods* 1) analyzing and synthesizing 
various polls and other data gathered during that time period j 2) re- 
viewing business, psychological and social science literature to 
determine various trends and comparing these trends with present 
indications* The most significant finding which emerged JTrom their 

,worJt was a marked shift from adherence to what. they called "traditional 

* 23 * ' / 

values'* to modern or "new" values • { « 

The YanKelovich study points out that historically, the values, 

lifestyles and overall attitudes in the United States involved a 

• - " r — S 

commitment %o traditional goals and means. The goal consisted of 
the desire for success, upward mobility and achievement. The means 
to the goal involved the Puritan or work ethic ideal, with the 
following elements \ 

v •SejJ^denial — Sacrificing, ofte f s own nepds for the sake 
at the future, the* sake of ^he family. 

i Conformity The need to "fit in" j /to be ^ike other people. 

T he commitment to hard work as a Virtue in its owrt t ,right. 

* Materialism - r-to demonstrate .upward mobility though tangible 
material possessions. . 1 ~ ' % 

Over the past few decades a, number of factors began to alter these f 

* • v * * ' 

value systems ( including affluence, educational attainment, new 

' 3 v 

; 5 

" " <5"3 * 

. -Tiata basAand research methods explanation taken from a 
corporate descriptive brochure entitled "The Yarikelovieh Monitor," 
which 'includes a technical ^description of the survey technique, 'and 
an iiidex to the various -trends measured (^published in 1980) . 

3 *< , • • 

' Yankelovieh, Skelly. and White, Inc. "Tracking the Attitudes 
of the 'Public Toward the Newspaper Business- --ParO , " „ ANPA News 
Research Report No. 3, p.* 2, 



approaches to child rearing* etc.), so that in place of tradi- 

. \ • - 

tTonal upward mobility and work ethic ideals, Americans have em- 

/ 25 
braced new social valuers: • 

Self-fulfillmentV --the desire to .get more out of life -than 
money i to learn who one is; to acquire a sense of. meaning. 

Self -gratification to place an emphasis on the individual, 

even if at t the expense of others. 

Self -expression to demonstrate individuality. * N f 

When viewed in terms of percentages, the change seems b , 
quite pervasive. While, in 1£50, just under half the country had 
adopted new values » by the mi<f-19709, the proportion had grotfn to 
close to 60$. By the end of *the seventies, Yankelovich reports, 
more than 80% of* the population had accepted the new values to 
some extent. . w 

The Implications of this Value Change 
for the Newspaper Industry 

■ * * * 

f 

x S umm a r izing ..this social change over the year^, marketing 

Sxpett Herbert D. Maneloveg sees important links between the new 

seif-centered values and the styles by which people choosy and # 

buy their products and services i 

. . « After World War II, only 35 years ago, we faced a / * 

shortage-oriented public, still mentally wedded to mutual, 
cooperation and togetherness brought on by conflict, all 
our people eager to" purchase any product we, placed in the 
marketplace. Almost every product _apd service soldi and with 
phe population boom there appeared "to be an eve^- increasing 
demand f,or whatever "good" goods we could produce .. .This went 
on for 15-20 years. .4* 0 ' 

Sut after a s period of ."time the pice of buying slowed. 
Mental and economic pressures of world and domestic 



25 Ebid., p. 2- , * ^ 



"conflict 'shifted the attitudes of our public* Dan 
Yankelovich calls '£t the* Age of the Individual? Tom 
} Wolfe labels it' the "Me Generation." But^whatever the 
name, our natidn became less homogenous /sic/ more splintered, 
self- centered. . .our publics were beginning to march to * 

individual .drummers. <7 

,, * . _ \ ^ 

As a result, says Maneloveg, consumption of all produces 

* if * « 

has been affected, firtcluding mass media. The seventies saw 

' ' ' f ' ~ . > 

the profitable rise of special interest (self- oriented) magazines 

which appealed to an increasingly fragmented market. Newspapers, 

so long a thriving information industry, suffered from their 

neglect to' change their broad,, sweeping content to more specialize'd 

fare that f£t the needs of each of their local publics. 'To meet, 

these needs, newspapers first had to find out who were their 

publics and what .were their needs? "Where* communications once 

led /emphasis author's? the public, our new publics (again plural) 

~ . , - 28 . ,w • • *' 

are pow starting to lead cojmnujiications.^ • 

(" ' Media researcher Gerald Grotta defined it* this wayt 

If the newspaper is to survive in the -decades ahead, it must 
do so on the basis of offering the consumer a product which 
fulfills- the .needs pf the' consumer . And again, this requires 
the industry to define its product in terms of the consumer. 
The newspaper industry must finally begin ta g adopt a consumer- 
oriented marketing approacJAto its product. y ' 

« ' 

To aid" newspapers in d^-termin'ing how they could best tailor 
# , 

their products "to meet the Changing needs of their markets," 
Yanke^ovich included 'several characteristics of the new media 



( 



Herbert d« Maneloveg, "Marketing — and All Society Affected, 
by Media Changes," Advertising Age . November 13, 1980, p. 56. 

2 $b£d.,'p. 56.' 

. ■ v 

29 

■ Grotta , "Prosperous ' Newspaper Industry . . '.Decline , '! 
Journalism Quarterly , p. 502. ' « , 



» y ' * * . • • * • * ' • 

users which they could take «lnto consideration. Further, they 

provided suggestions for tailoring the content of newspapers 

30 

in accordance with these changes. 

£irst, they cited' an incztea^ed focus on self, which looks 

not at how "I" might fit into the world on a broad scope, but 

.rather how M I ft may function in my own local environment, and with 

ny own interests. The Yankelovich research .further supports 

this trend with a few interesting statistics t * 

— Half the country manifests strong concern about its 
•physical appearance. 

\ - * ■ . 

— A third of the country is committed to self -fulfillment 
as a dominant life goal; these consumers tend to be 'par- 
ticularly committed to newspapers over other forms of media. 

—Self expression values have grown, in aggrega'td* by about N 
1<# year since the early 19703 



Second, they see -an increasing^trehd toward instant (and 
often vicarious) gratification needs. The traditional work 



ethic value system placed an emphasis on hard work a$il direct 

f 

/experience . Somehow this effort gave the activity o& product 
additional worth. The old value orientation was repHped by 
instant gratification needs — the desire for the quick, simple, and 
easy. Yankelovich cited a few examples i' • 



—Consumer involvement in'hobbies and cr'afts. such as 
needlepoint pas been in the direction of "kits "/rather 
than from "sbratcn." 

— Attitudes toward newspaper reading havp shifted from ' 
previous willingness to "work hard" at reading toward new 
emphasis on "easy to read. 11 s 9 / + - , 

—Somewhere between half and two- thirds/ of the country 
.looks for "instant" culture — i.e., tl>4 desire to be 

/ v * > 



ERIC 



^%he following examples are taken from Yankelovich, Skelly 
and White, Inc., "Tracking the Attitudes**." ANPA. News Research 
Report. No. 20, May 25, 1979, pp. /2-4. . 
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• * \ . * • 

cultured and sophisticated without working at it, by 
"knowing" the right words or phrases or by making a 

• purchase." . * 

— Habits of using electronic news media have increased 
because they provide "instant" news with a modicum of 
' effort. 

% — At the same time, the ability to find "instantly" 
what is contained in a newspaper through indices, x 
.'content tables,, digests, etc, is a real consumer < 
. * benefit. * f 

* « 

The third area of change identified by Yankelovich is an increasingly 
affluent and better educated society that has a desire to, be 
sophisticated and ",in" with a small amount of effort expended 
to reach that goal. They want Jo be informed , 4 ^u± not necessarily 
.involved i 'they likejto experiment in various arfis (e.g. travel, 
magazine reading, foods, etc.') to gain sophistication and awareness,* 
but they are not necessarily long-tinfle devotees or experts in any 
of these areas. Thty cite the following statistical examples of thisi 

) . . > • - • ; 

• — Half the country feels that knowing about wines and 
restaurants is a sign of cultivation. , ~ . 

. —Nearly the s-ame number feel 'that being well traveled 
is also a sign of cultivation'! over six out of. ten derive status 
from being we 11 graveled. * , 

, — Knowing about gourmet foods, foreign dishes, etc., is con- 
sidered a signal of cultivation for roughly a third of the 
.population. . ' 

— Familiarity with designers as a measure of sophistication 
and "culture" is important to ,one out of five. 

The fourth area' of change which they discuss,' and a category - 

quite closely related to the need for instant gratification men- 

* - . • 

tioned ear.liOr, is the increasing constraint^ on time in our 

society. ^ ' « * 

' ... Simply put, the demand for leisure ^s basic to the new 

social values, but it is being challenged by other demands on 

the. individual* s time— such as ongoing, home-linked chores and 
responsibilities. « This dilemma has been exacerbated by "the . ■„ 
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large proportion of \(omen entering the labor force,, re- 
sulting in a rise in Two-earner f amilies . . . f or whom what was 
leisure time is being encroached upon by necessary tasks 
1 and chores. * , 

Among the consumer solutions to growing „time constraints , , 

% ■ 

» • 

are the following, reports Yankelovich t continued interest in 

» * # * 

shortcut and convenience methods of all types » discontinuation of 
certain household chores ^nt responsibilities; \ and a willingness to 
substitute money for time— e.g. .a willingness/ to pay more at a 
convenience store. 



The last category of change mentioned by the Yankelovich 
report is an increased interest in escapism. , 

While the desire for self-fulfillment has been a basic goal 
of the new social values, there is evidence that this, goal 
is proving to be an elusive one for significant proportions 
of the population. . .self -fulfillment is less than easily 
found. As the disenchantment wi\h self -fulfillment grows, 
escapism — fun, hedonism ,» pursuits that "turn off" the mind — ( 
is likely 1>o result. 1 

Yankelovich observed that efforts on the part of newspapers 

'to provide "escape" and /•■entertainment;" might" take the form 

of increased coverage of' leisure, crafts, hobbies, cooking, 

> 

travel, entertainment, and* feature- oriented material. Further- 

mflre, the emphasis on personal gratification from mass media should 

* • - 
result in an increased preference for local news over .national and^ 

international. * (Their statistics bore this fact out, reporting' 

that 82# of respondents thought local news was of most .interest 

when reading a newspaper; significantly fewer people cho'se national 

and international news.) 

1 * * M 

Yankelovich concluded, like other researchers mentioned 

above, that "there is no such' thing as the typical reader ." The 

w f * 

I * 

■ 23 
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fragmented, personalized character of lifestyles is^also reflected 

* r 
'.in news reading patterns. One study supports tne^Yankelovich 

findings with the following statement! — i 

...personal needs are much more important ^$*an traditional 
demographic factors, exdegt age. in predicting and explain- 
ing nev/spapber. and* television .use .. .newspapers may not he 
living up ~to t pe ogle's expectations in providing information 
which can beiuse£ to ha.ve influence on "things .and^to plan 
ytheir days.-* 1 * , * • 

In conclusion, then, these studies suggest several changes 

that need to ti made in newspapers in order to meet the changing, 

fragmented needs of their audiences.^ 2 First, the complexities 

# 

# k 

of today's world have made local news more important to readers, 
who a^the same time, expect newspapers to do more explaining and 
'analyzing of world events on a personal basis • £hey not only want 
to ."be able to cope more -effectively with their immediate environ- 
ments, >but they also desire # tp know how the world situation affects 
them personally,. Second, readers want th^ newspapers to sort out 
- inf ormatipn and to organize it i,n time-saving ways, including newEf 
summaries, good indexes-^ mini-reviews , standardized grouping of 
content, anchored features^ and departments, sectionalization, and 

regionalization of content. Although readers still prefer a good 

• ♦ 

deal "of hard ne.ws, they find features easier to read because of the 
more personal writing styie and .stronger self-interest content. 



^David^H. Weaver, G.^ Cleveland Wilhoit, and Paul Riede, 
"Personal Needs and Media Use," ' ANPA News Research Report . No. 21 
. . (Washington, D.C. i American Newspaper Publishers Association, 
, * -July 20, 1979)^ P r ?. 

. • ^In addition to the Yankelovich ANPA report cited earlier^ 
a summary of newspaper changes suggested^ from that study was re- 
viewed in Lenora Williamson, "Study suggests readers want •caring* 
'papers," - Editor & Publisher . May 5» 1979. P. 15- \ 

' , • '* * • ' . ' m 



In addition, readers segm^-lfo want a more personalized journalism — 

stories about people to whbm they can relate — stories about ^ 

people like them f * 

These suggestions do not relate to content alone , "but 
also to., the management an<£ marketing styles of newspapers* For > 
example , while newspapers may be kept current on changing social 
values nationwide through studies such/as the one conducts d b£ 
Yankelovich, they must also be able fa monitor titer unique needs 
of the individual communities which /they serve- t To" dp this, they 
need access 1 to the latest, localized research either through consul- 
tation services, or thrjwtgh ,the development of internal, autonomous^ 
research- departments. Further, the use of research data must. * 

• / * 

become "second nature" jiot only /to the market researcher, bulj to , 

editors and publishers as well J 

The promotion of newspapers jnust increasingly be glared .to 

special, interests, concentrating on how the newspaper can meet £he 

needs of the specific audiences it serves, rather than treating . 

the audiences as one homogeneous mass. , * * — 

* ' - ( " 

With all of these suggestions for cftange well researched 

and documented r the question that remains to Toe answered is "Hov^ c 

has the newspaper changed to meet ;fehe needs of < .Its changing 

audiences?" The next section of this, paper is devoted to answering 

.that question through the case study analysis of four Los Ahgeles- 

area newspapers • Much of the material in the next section is. based 

on personal interviews with editorial and management personnel at 

each of the newspapers • In addition, som|^data was gathered by 

i % 1 

m 4 

reviewing secondary sources such as s professional majgazines, as 

well as primary sources subk as v organizational literature and 

V 

promotional pieces • * 



CHANGING AMERICAN NEWSPAPERS - ' * ' $ 

. Time is of the Essence 



> 

« * 



One of the" most frequent reasons given "by the public for - 

# ' ' ■ " 33 ' 

not reading a newspaper is^the readers' "lack of time."-'-' In 

4 . / " X" « • s „ ' . 

an increasingly complex society where time .pressures; enf ore* 

* * » 

certain lifestyles., people .are searching for. the easy-to-use, * , 

"instant gratification," convenient'; t?.me-saving products. The x 

newspaper, until very recently, has. not "been ''one of them. 

^v. As. Jim Bellows ^*E^^^t or of the Los -Angeles Herald Examiner states, 

• 

*tt takes effort to read'a newspaper, to* read anything for 
that matter. It takes time.^/We + at the - Herald 'Examiner , 
know our readers' time is valuable, and we -want to produce 
a newspaper that will help them save time-. • „ * 

Prior to Bellows' joining the Herald Sxfeminer in early 1978, 

tKe newspaper was' "bold, black and confusing*," Tha^table 'of 

contents box contained thejrikmes of features, columns, and sections" 

mixed together-c There was notification, on- the front page of 

■ 

what the reader .might expect to find inside the newspaper, and the 
. sections were blurred tqgfrther without any particular graphic or 
editorial identity. 35 . ' • ■ ■* 

-. — — a — — . . \. s " , ' - \ 

33 Paula M* PoindexterV **Non-Readers: Why They Don't Read,"" 
ANPA News Research Report ,*No. 9 (Washington, D.C.i American 
Newspaper Publishers* Association, January 5, 1978), p. 2. 

""^ ^Interview with Jim Bellows, Editor, Herald Examiner , March 18., 
1980. . ' . 

« " ,; • > " ' • ' " * ' ' ' ' 

^Interview with Ra>-^aylor,. Manager, Promotion and Circula-- 

tion, Herald Examiner /HHarclP 18 , 1980. / 
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\During Bellows* first year /at th$ Herald Examiner , extensive 
changes toftfc place which not only included the graphic redesign of 
th& newspaper, but it£ utility as well. The table of contenfs bo:p 

on^the front page Vas sectionalised and standardized so that 

* * * ' . 

readers could identify content with various sections on a. continuing 

basis. Section headings t/ecame balder and easier to find, and \ 

.news brrefs begaa\ to appear, under the labels "Vforld, National and 

Area." Further, leader brifefs or headlines began to appear "^complete 

with graphics) on the fron>t 'page to attract leaders to the fcqn^ents 

inside. About .these ohanges,' Bellows States* ^ 

The American^n^vyspaper is* often a do-it-yourself job. The 
readfer is presented not .Vi'Jh a newspaper, but with the raw 
material of a newspaper wbAfih he has to construct for hiih* 
self. He often doesn't h&^the time, "the skill, or the de- \ 
sire to do it. We set up a number of "boutiques" ,thrtughout . 
the fcerald Examiner £ or different news to help the reader, and 
different days of tfte weeSjjUabeling our software news. We . 
cut 'back editions and set up an, orderly, flow of news in and 
out of Ahe AM and.PM editions. We *also" standardized our make-up 
■ with a new, more orderly* graphic design. 3 & \ 

The Register and th^ Long Beach Independent Press-Telegram 

(IPT) followed suit, the changes taking place in 1978 * 
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for the Register and 'early 1979 for the IPT\. Both papers, for 
example, acked feature briefs on front page, and both dis- 
played their tables of contents more prominently, although no 
attempt was # madefl-£o further categorize thei&, THe Re& ster began 
runnin^Iews Brief s on page two, and attempted to 'sectionalize 

-• ■ ■ ' • & . 

. * ■ >• # • •> 

- . # * i 

— 3<Jim Bellows, "Update on Herald Examiner," Speech given 
.at Phi'De3tta Epsilon ateeting, Los Angeles, California, November 
20, '1979- ( T " 

• ■ V ^. " • - ' • ■ : " f - 
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the newspaper Into distinct editorial parts, although that effort 

has. not yet. been completed. According the Market Research 

.".*.' • 
Manager Dave Ross, ~ - . 

*We now have Section A, the Metro Section, Sports and 
Classified, with Special sections (like Weekend Life) 
' " coming-out on different days* The rest of the content -is 
'still Buried in the sections.- But jt think we've come a 
long way over the last few years in making our newspaper 
easier to read. ^7 \ , 

' - ... 

If convenience can be measured by the ability tj> easily 

locate information of interest to oneself, then the Times is 

a prime example. Says Director of Promotion, Gordon Phillips, 

The Times is the'(Shly newspaper in the" country — maybe < 
even the world — to have eight separate sections in a 
newspaper, daily. ' It's got ft to be the ultimate in con- 



venience for our readers. 1 

But in its effort to provide many sections, the Times 
also became somewhat bulky. , The I PT responded with a promotional 
campaign — "All you need, easy to read'V — to. position itself 
against the Time a a s a smaller, but thorough and-jnore con- _ 



venient paper.. 



The utility of this sectionalization is not just the 
^time-saving -feature, however, but the specialization of content 
as well. 



3aving dfe 



• * ,^The Segmented, Self-Oriented Audience 

Am 

Gearing content to fit each "specialised market seems to 
be the strong suit of the Times . Even' its promotions stress 



interview with Dave Ross, Director,- Market Research, Orange Co 
- Register j March 26,*19§0. ' ' ... 

interview with Gordon«*hillips, . Directs, Promotion^arid 
, Public Relations, Los Angeles Times, March 2*Friy80. . . 



• * * ' 9 s 

- , ' ' *>u ■ 

• ' * . «* ' . . 

this facti "When you pick, up the Times , you. pick up the world. _ 

Your world — it* 8 .all in ttie* Times." These promotions .usually 

* «^ show an individual turning fo one particular section in the 
, a newspaper — -the. one *that fulfills his or her specific needs. 

In the Times , the readers h/tve their choice of eight daily 
' s * ~~ sections. 39, * , 

This last summed, the Times expanded its Business and 
4| Real Estate sections in response to market surveys that indi- 
cated a tremendous interest in these subjects in the Eos Angeles 
Jtreat In addition, a few years a^go, the Times greatly expanded 
its Calendar Section to attract a more youfllful reader , one who 
is particularly interested in entertainment^ and leisure activities. 
While its circulation has increased, according toiJail Hyland, 

no major "effectiveness" study has yet been conducted to determine 

No 

if, indeed, there has been an increase in > its circulation among 
younger people particularly as a result of this expanded entertain- 
ment-c overage^ = — ; — — - — 



Also feeling the need to cater more specifically to the ^ 
e^ds of individuals,, the ,IPT conducted a lengthy study (including 
lifestyle and psychographic' data) in 1978, and as a result, it 
/created sevetal new sections and expanded some existing editorial 
materia).. Editor Iarry Allison says, , • " 



• 39 

f The eight -daily sections arei Section 1 (International, 

national and local news); Section 2 (Metro, regional news)} Section 
3 ffJews Features) j Section,^ JSpoftsJi Section 5 (Opinion) i Section 
6 (View) i Section 7« (Classified) j and Section's (Business). 

interview with Gail Hyland, Supervisor, of Ad Sales Pre- 
sentation and Research, Los Angeles* Times . March 24, 198b, 
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. _ , There wore results from /that survey that none of us would 

have ever guessed. ' i?or example, there was a hell of a lot of 
interest irrgardeningC f think that one surprised me the most. 
Next was home.. repalr„artd home. £urnishings~J3&d,of~-course 7 
we Had geveral people respond tha\ our newspaper simply did 
not~l#£ttt enough nevjs geared to thjjir local interests. Oh... 
. and there was another one. Health. The audience was very 

concerned about health. We tflUc heed of the results because - ' 
they were so significant. ^ \* 

Shortly after the' survey, the IPT created its Home Section %s 

containing expanded neVs jo'h gardening and health (from one column 

to.three>. In .addition,' the 'Weekend Section was created tp appeal 

to a more youthful rfeader* " The response to an, increased interest 

in local news was m et with the G^ea±i^na^nf ^h^N^lghhors 

which w£ll be GiscusSed a little later in this section . While 

the IPT was expanding its contents and sections quite rapidly, it 

* * * 

wanted to he sure to retain its "local" positioning over the Los 
Angeles Times and to. stress differences rather than similarities in 
the changes fcoth papers were making* Their promotional campaign, 
11 All. you need...e&sy t^ajead," not only focused+on the new section* 
alized andTJ, bc~aXi zeij^qversue t^scussedT supraT • T>ut at tHe same 



tim$ took arhackhanfl slap at the Tiye*s hulkiness and hroader coverage 
The Register found in its 1978 market survey that its cpver- 

age of local news was one of its strong points • ^cc&rding to 

* J# - • 

John O'Dell, former Metro Editor, "Our metro section has really 

* *- * ' 

.expanded over the Iket two years. Befd?e that, we cohered city 

• : , ' V ' 
news j^Santa Ans7 only/ Now we cover a lot mope in that section* 



interview 'wi*th Larry Allison, EdHor, Long Beach Independent 
Pre s s-Te le'gram . December 8 f 1980% 

interview with Kathy^Berr^ director of Promotions, Long 
Beach Independent Press-Telegram, December 8, 198O 

interview with DSve Ross, March 26,' 1980» 



And, we're^he onjy paper in *th,e area that covers Orange 
County in v depth In addition to the expansion of the Metro 
Section, the Register also sacw a need 5 to attract younger readers 
and met that need by establishing its Friday section, Weekend 'Life, 

* a section geared to'an audienq* that is young*(JL8-35) f somewhat 

• ♦ 
♦ 

, affluent, and interested in entertainment, leisure activities, 

S * 46 

and stereo equipment. . ' . . 

Closely linked t<3 this increase in specialized news is * 

a trend toward regionaliiation that has been displayed by both 

the Times and ttih IPT> In an effort *to "localise" the newg^ancL— 



segment a £arge* portion of its audience, the Times ^ created its ^ 

Orange County edition in 196B. In 1979 1 further expanding 

f ♦ * 

its localizing efforts, ilf made a multi-million dollar in- 
vestment in a San Diego edition, and* plans* are currently under way 
to, establish a plarft in the San Fernando yalley. In addition, 

* 

a repent Newsweek article claims that the Times is also sponsoring 

a major circulation push in the San Gabriel Valley, possibly with * 

& * * 48 

the hope of finding suppprt^for a future regional edition there. 

Although on a much smaller scale 'than the Times, the IPT 

has' also made some major inroads into Ihe regionalization of Its 

. . • r" 

newspaper. Serving eighteen different communities in Los Angeles 



. ^"interview with John O'Dell, Editor, Metro Desk, Register , 
March 26, 198O. (O'Dell is now with the Los Angeles TimesT ) 

Interview with" Dave Ross, March 26,* I98O. 

' 47 —J * " « - * ' 

* "Pat Times in Lbs Angeles," Newsweek , September 22, 1980, 

P* -n *« * 

' 48 " ' ' 

Ibid., p. 51. 
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and West Orange Counties,, the I FT faced a good deal of criticisin • 
from i$s readers regarding . localized coverage. "When we 
read the Results of the iparket research survey, we were deter* 
mined - to make some changes, that's when we created 'Neighbors, 1 " m 

•says Allison, * 

* * • ( 

The eighteen communities we$e divided into five relatively 
homogenous regions, and special editions^ were designed as inserts 
for those regions. Although Allison feels the Neighbors experiment 
has been successful because of increased circulation and advertising 
in fhose areas, the paper has its eye on the possibility of full re- 

gionalization, with special daily editions of the paper geared for . f 

i • " A' 

jail five regions, "However," says Allison,* " the change would be costly 

and time consuming, so I imagine we won't see it in the near 'future." ^° 

Sophistication and the 
Need to Be "In n 



Although each of the papers atuaiea had several responses » 

9 * * * * 

that would fit into this category t none was quite as defined as 

,the Herald Examiner's , in "describing changes** in his paper, Bellows said, 

"We are doing all this in an attempt to make, the Herald Examiner^ 

nJ - 



over ~into an exciting, easy-to-read, helpful paj>er, targeted j 

at'. younger singles and marrieds that have money % and are buying 

„51 * . • 

things.^ In an effort .to reach' this 'audience the paper did 



* I- 



"^Interview with Larry Allison, December / 8, 198&. 

5 Jim Bellows, "Update on Herald Examiner." ' ^ 
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several^ things. Fir'st, it renovated* its Style Section, giving ' 

it a daily theme that wotfld be oriented .to younger, career* 

.' r I j - * ~~~~~ 

'minded 'individuals . .Monday was designated "Woman, "* Tuesday 

"Culture, M Wednesday "Home," Thursday "Fashion," Friday 

"Movies," Saturday television" and Sunday "Sound." "The 1 

sections were designed," says Bellows, "to help our readers cope v 

> • > 
with the world around them. Our value is to shoulder some of 

~" € ' ■ 52 J 

the complication for^ o,ur readers." 

Part of the growing desire for sophistication and cachet 

is the desire to be sknowledgeable about opinion leaders. Responding 

to .this desire, Bellows instituted "Page Two," an entertainment- 

oriented" column thatl gossips abou^ people in the news. Bellows v 

claims that his Page ;Two format is one of the most populjt items 

•' * 53 V 
in the.. paj?er. > ' • » 

♦ ' / 

Clearly appealing to sophistication needs, the * Times has 

expanded, its travel, home and food coverage, running monthly 

t ^ y . ' 

"features (in great length, at times; about good wines, gourmet 
*tfood, luxury and/or budget travel, and iiome* decorating. ^ 
In 1979 » the Regis'ter .took *a large step to increase ^Lts 

"sophisticated" appeal, 'it purchased the New York Times Newsfc 

. % - i J . "2 - , ' V ■ • ' F * 

Service, and widely" publicised the fact 'that it had hired, 

"the best reporters* and ^ editor s , o61umnists 'and writers the New 

• *~ ; ■ 

York Times had to offer...$y aafling the New York Times wire to its 



- — ~ — — ^— v,j • • - :V 

5 ?jim BellowB, J .."Oj^€|t6 on 'Herald Bxaniriar.'' ,)• 

^Interview with Jim Bellows, March 18, 1980; 

* . ' * * ■ ' 

^Interview with Gordon 'Phillips, March ,24, 1980. 
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-already abundant resources, the Register increased the breadth, 

.depth, erudition,, insight, wit and. style of its world and national 

& ■ * f 

news and commentary." , t . J 

The IPT discovered in quite a- different way the desire for . 
sophistication and inclusion that its readers manifested. Promotion 



Director ^Kathy Berry tells this amusing story r "We hired an advertising 

agency a few years ago to, come up with a slogan that ^©u Id •'be* illustra- ' 

. ted by real IPT 1 readers holding a copy of the newspaper. What a 

'mistake'." The slogan itself, was okay, but when the piqtures of 

IPT readers and the §logan were combined, \t was embarrassing. "The 
> * ■ ■ 

agency had coined the sfogam 'I '-get everything I need from the 
Independent Press-: Telegram — and more.^ \fhen the photographers went 
to photograph 'real IPT readers,' they found elderly folks, factory 
workers, and waitresses reading the paper- -r people who work .or live 
downtown near the plant. They also found a few derelicts reading the 
.paper." They snapped "the real thing." When photos ani slogan were 1 
combined, the result was not successful. People complained about being 
included with "those peoplje^ as representative of IPT readers, and they 
pointed out the sexual undertones •of the slogan when combined with the 
smiling faces of the readers. "The campaign was a disaster," said 
Berry.. "People just didn't want to 4e associated wi^hthe typ^ of person 
they saw reading the IPT "--even when they were the ones in^tlte^TSKb^os ! 

* ' ■# * * * 1 i 1 * 

They would rather have been pictured in ties and suits and carrying 
their -briefcases."^ T&e promotion was .short-lived, and the XPJt soon 
turned to other campaigns that pictured its readers in a more ' 
* -favorable" light. c . . * 

' • 34 . ■ ■ V ■ 

^Qjiote taken from promotional literature, Register '. 

.^Interview with Kathy Berry, Promotion Director, Long, Beach 

t hKJC independent Press-Telegram . December 8, 19o0. \ 

- — 



In peeping vdth readers' desires to be sophisticated and / 
"in," the Newspaper Advertising Bureau recently released its 
series of new promotional ,ads which specifically capitalize on 
this idea. 'Readers are .advised to "Buqz Off," and "Wise Up." 
■The ."Buzz ' Of f^ ad suggests they/^EWout" of town, see new places, 
read the travel features for idtes, etc." "Wise Up" tells readerfii 
"Don't be the last on your "block to know what's going on. Have 

witty,' insightful things to 'say at cookouts, business luncheons, 

* • ' «7 ' 

even in conversations with your spouse. . .°' 

The Growth of Eacapism ' Sfa 

• . % 

The* desire to be entertained by the media ranks high for 
all ages and levels of media users. & 'As Yankelovich indicated in 
its study, this. entertainment is a form of escapism from the rigors 

CO 

of daily life. - * 7 Efforts by newspapers to provide this escapism 

have come in the form of .increased feature and ehte/tainment 

( . ■ 
coverage, and more space dedicated to leisure, crafts and hobbies. 

For example, IPT Editor Larry Allison quoted several national 

studies and its -own in-house research that have' indicated sub- 

scription and single-sales increases.. as much as 20# occur when a 




^"Readership project promotional aus seek daily readers.". 
Presstime, December 1980, p. 31* \^ 

' . t 
*i Erik 1. Collinst.and Jeffrey W. Pruit.' 
^Personal Motivations and Newspaper jReadership." ANPA News Research . 
Report. No. 26. (Washington, D.C.i American Newspaper Publishers 
Association, May* 23, .1950), PP» 6, 8. 

to V ' v 

-^ankelovich, "Tracking the Attitudes...," ANPA News Research. 
Report . No. 20, p. 3. • 
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■ 

television guide in a small booklet format is included in a news- 

, paper. "Many people, it has been shown, buy" the newspaper just 

for the television guide." The IPT. will be 'switching from a tabloid 

60 

magazine (currently) to £ small' booklet guide, early in 1981. 

Second, Allison hopes to continue to expand coverage of 
leisure time, hobbies and travel activities in response to internal 
research that ranked the.se categories very high in reader interest. 

The Times has done much of , the same by expanding its Home,, 
*t View and Calendar sections to print more in-depth feature material- 

The tferald Examiner's Jim Bellows, explains the Herald ' s 

approach, * 

The journalist's required talent is creation of interest. Arid 
the best way for us to go about this is to write about people... 
how the news 'affects them, involves them, and makes them feel. 
The public's circuits are overloaded j they want to reduce their 
areas of 'concern. We have got to help the me-decade reader 
who is hungry for information that will help him or her eight 
now, to do something, or. be something, or very simply, that 
will interest him and her. We have worked mightily to cut Jbaek 
en issue stories for more human, personal,' dramatic stories. "01 

The rising popularity and expansion of the Sunday paper is 
also an indication of this trend toward increased entertainment 
' coverage. All of the newspapers studied ha'd significantly higher 
Sunday circulations and readership., than daily* 

'One recent study^ indicates, -The Sunday newspaper is highly 
popular with reader^, most of whom turn to it looking not only for 
news and advertising, but also for a»way to. relax and pass the 
time." 0 * ' . 



^Interview with Larry Allison, December 8, 198O. 

6 *Jim Bellows, "Update on Herald' Examiner." ■ - 

O 62 *Suhday : *AWapftp«r( " for 1 ' reading 'and relating. 11 Presstime, 

ERjC October, 1980, J> : 1 32. 
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Ai all four newspapers studied, Sunday editions have ex- 

* .* ; " ' - ^ . « 

» panded greatly oyer the past five years,, according to the in- 
dividuals interviewed. Gordon Phillips of the Los Andeles Times^ 
*'".** I * 

. states-, "Our Sunday paper is a way to catch'up on the weekend what 
* 

you may have missed during the week. The people have a little 

* ■/ • ' 

more time to devote to it, and they enjoy the relaxation. They 

especially like our in-depth feature content." 3 

Graphic Ch anges * 

The popularity of television^TOs created an audience in- # 

creasingly sensitive to and sophisticated in video graphics. Jim . , 

'Bellows offers the following caution to newspapers i 

I used to think newspapers could do it all with' smart, -zippy 
design and color pictures . But I learned better*. Color TV t 
* has invaded* every home with perfect, register. And TV news 

is bound* to get better and better. 04 — ^ 

Even though newspapers cannot possibly match the graphic 

quality of television, they have made. great strides in modernising 

t ' ' ■ 

their design to become more attractive and -appealing to readers. 

Newspaper design consultant, Roger Pidler, states^ that newspapers 

t 

must "adjust to changing markets and heightened* competition i re- 

sponding to a world where visual expectations are escalating — 

with Beethoven on T-shirts and. Gloria .Vanderbilt on th« backs of 

* 65 

blue jeans — not to mention color television^ 

. > ") IS 1 "-' 

"\ —r- " ^ 

\ interview with Gordon Phillips, Director of Promotions, 
Los Angeles Times . March 24, *198o. » v 

\ 6 ^Jim Bellows, "Update on Herald Examiner." 

65 Roger P. Pidler, "How can we give the reader a better 
newspaper?" Newspaper Design Noteb ook. September/October, 1979 i P- 
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j The graphic, change in three of the^f our newspapers studied 
has been. quite extensive. The Register converted to a more stream- 
-i^ried, bold, modern look, adding a second color in early 19?8. The 
* Herald Ex^m-i np^ converted to -its present style abou% the same time . 
The IPT made its change in mid-i9?8. The efforts were centered around 
modernizing formats, making the papers easier to read, and making - 
the papers more interesting ^graphically (increasing photos, line art, 
white space, color, rules, Q.tc). 

The Times lagged begind the other papers until earlier this 
,year when it introduced a new body and headline type. The graphic change 
was not earthshaking, but Times officials say that it improves the 

s 

Clarity and readability of the news and feature pages, and has a 
'more, contemporary and modular loo}c. > 

Marketing-Orifented Changes # 

One of the most interestingVhanges that has taken place in 
the industry *in recent years is an increased emphasis on marketing 
research, a subject reviewed; in the first section of this paper.' 
Although newspapers have relied 'for years on national consultation and 
publication services for demographic research data, and they still do 
to a great extent, the need" to be informed about the local audience 
reading habits, lifestyles and tfsychographics has given rise to 
increased interest in locally oriented and locally generated market 
research, often conducted or managed by the newspaper staff Itself, 
with the help of marketing research firms for data compilation and 
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66# *L.A. Times introduces new body type." Editor & Publisher , 
August t* 1980,- p. 15.. 
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analysis.* Three of the local papers — the Register , the IPT, and 

< 

the Herald Examiner did ndt have marketing research departments 
prior to 1978. What market research was conducted prior to that 
year was done mainly for advertiser demographics and had little" or 
nothing to do with editorial content. Research was conducted by 

outside consulting firms entirely. In 1978, corresponding with^other 

\ 

changes in management, all three departments were established. 

■ 

Further, two of the papers, the IPT and the Register , expanded^ the 
availability of their data from the advertising and marketing departments 
alon^, to many ^iitorial and managerial staff levels throughout their 
companies. Monthly, and often bi-weekly meetings are now held bej^ween 
market researchers, editors and managers, so that a good perspective 

of the market may be gained by management personnel for their day-to-< 

67 — - * 
"day and long-term product decision making. 1 

The Los Angeles Times Research Department was somewhat of a 

bellwether in the f ield^jdnce it has been in existence for wer ^20 

years. However, prior to 1975i much of the research concentrated on 

comptt&ng demographic data for advertising sales -and for the market 

position of the product itself.. Very little was related to audience 

research for editorial* or* product purposes, except .for an ^n-going 

Reader Panel which constantly measured responses to the product's 

content, usefulness, attractiveness, etc. The Panel results, "however, 

were us&d mainly for resource material for advertiser si£nterested in 

readership of a particular section. ' However, according to Gail 

Hyland, Ad Sales Rese'arch Manager, much of , this changed in the la^e . 



67 > ,y " 

'Interviews with Marketing personnel at ^ the IPT, Herald 
Examiner "and the Register. ' • 
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70s when they began to place an 'increased emphasis on editorial 
research, and the editorial staff began to request several specific 
studies related, to product readership .and preference . Hyland es- ' v ^ 
timates that the Times still spends- 85^ the,ir time on advertiser- 

oriented research, "because advertisers use it Jhe most/' 

1 • * 

The other three newspapers divide their time between advertising 
and editorial fur^ctions with advertising receiving .approximately 75$ 
of their* staff support in terms of time devoted to each area,. Both ' « 
the IPT and the Register indicated .a desire to have editorial research 



constitute at least 30-40^ of their research in the near future. Other 
areas of -research include that done for circulation and promotion 
purposes, constituting 10JS ^dT^^Tstaff ^feime, respectively, 

l m Additional Areas of Change . . 

- K * « ' 

- 

The changes briefly discussed in this section reflect some of . 
*fche areas of value change described in Section Two of this paper. 



There are many more, too rolmerbus t6 mention in a paper such as*this f 
with a limited page length and scope. Some ot these additional * K 
changes arej the evolution of «*he women's pages, increased publication 
of digest versions of books, an increase in serialized articles, and 
an increase in sports- oriented ooverage. The list could go on, but t 
I w instead conclude, cleaving these additional areas for 
future studies.- K ^ » * 



■ ; 

S^nteVview with Gail Hyland, Ad Sales Research Manager i Los 
Angeles Timesj March 24, 1980. 



» » i • V . 

* ' . A : * CONCLUSION . * . • 

• . I * ' 

The -newspaper of tomorrow will reflect even better knowledge 
of its rjMtaer^. .*we must use research to reach readers with 
~what\th4y wajrc, and serve $hem with what they ottght to- Have, t 
and- satisfy them w3,th what they deserve to have. The reader- 
sfiip studies of tomacroWf wiH be tools, ^not rules. We will* 
• use them .to edit o3r newspapers so that they more completely ■ 
reflect our* communities. We will use them so our newspapers . 
will be for -everyone , hot just one 'small group or another., 
-The days of editors editing- £or> themselves are t over - . The 
, reafders have demanded more than that , and the newspapers ^that * ■ 
will 'succeed will be those which deliver more.' 09 

* 4 Indeed-, today's newspapers do seem to be*<delivering more, 
or are*at least on. the- road tj/ doing so. Some of the changes.'* 
have been broad and sweeping (e.g. graphic renovation j regionali- 
zaVtlon of ^news -content i creation of special sections wh'oUy devoted 
to leisure and/or s'egmented audience interests). Other changes 

slbive been-m6re subtle (e.g. refinement or table of cortfentsj 
rncre^Sfes, in hews, brief sections j changes in women/ s coverage,' 

5sectilpnalizati'oni .and increases iftVeatUre and enl/ertainment * * 

%*. ' ^ ' • ' * * ' - ' . t 

materials) . *>^jf * 

In addition /to changes in ean±§nt, the management and 'market- 



J 

c 



ing techniques of newspapers have changed as well. Most metro- 



politan are£ newspapers ^iow utilize market research as an in- < 
tegral decisionmaking tool in the day-to-day management of their 
nev*papers\ Purther f many papers not only utilize outside research 
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Allen H. 'Neuharth, M Future;Directions in American* 
m,* Vital Seeches k5 (February 1, 1979) > 25^255- ; 



but have established internal autonomous research departments 

well, to monitor the change taking place in the communities 
whicftthey serve. ^\ • 



le marketing of the newspaper has also ^changed as owners 
seek the Jtest possil^^positioning for their product in a fiercely 
competitive mediS^nVironment.. Instead of editing a newspaper 
geared tq a homogenous .mass population, newspapers are increasingly 
^a^orjngjtheir _prodicts^f or a^ wide Wiety_of highly specialized 



'audiences.. - ' * > 

Most of these changes (with a few exceptions) have happened 
relatively recently, within the past three-to-five years. They 
have taken place in response* to a changing marketplace, and changes 
in the .values and lifestyles of media users. • 

This paper has ^at^empted to trace* these trends in content , . 
and management styles .and tb show how these changes are related 

• * m { 

to and brought about by shifting '.American values * 

• *' ••/» 

Although the cause-effect relationships contained 'in this 

pajper are by no means the only, .explanations for the changes taking ' 



place in the newspaper industry K , I -do think they are wje 11- supported 
and certainly^worthy of consideration and further exploration. 

Suggestions^ for further Study * v ^ 



^fhere'are, of course, several stones lejft uxrtjbmed iri.a 
'limited reffearch' pro ject o^this sort* "For example, * the Los Angeles 
market is $ metropolitan a^e* posirtg^p^if ic^oblemei/f or hews'-? 
papers that ma^ not be duplica^ecf anywhere ils* in t)ie nation* 
How widely spread are this changes discussed in this pafcer? Afe 



o 1 < 



they indeed nationwide? A more in-depth national study of. the 
sort accomplished in this project would yield some very valuable 

data. A questionnaire approach might also he useful in measuring 

" ' " *' 

, nationwide trends. Surveying newspaper management nationwide 

A &bout, their marketing, research functions and their use of marketing 

research data might yield some excellent data' to further support 

the idea of a nationwide trend/ 11 ■ 

* ■ M > 

/ 

Further, „even though industry leaders talk of changes in * 



newspapers, how many changes have actually taken plaee? To stjjdy 

this question, perhaps a content analysis of a random sample o£/ 

newspapers nationwide from 1975 to 1980+ would be pqssible, providing 

A a statistical basis for the conclusions. reached in this paper. Also, . 

some reader studies to determine the success of recent changes in. 

newspapers would also be warranted'. Because of limited funds and 

time, the newspapers I studied did'not always follow up their change's 

with an ,r &ff£cts" survey, and I think this would he crucial if we . 

\ 

want to see if newspapers are indeed meeting the needs of their readers 

* < « • 

"""through these changes* Of ^ courses -circulation and advertising in- 

* j> * 

creases could be .one measiuje^ of the success of these changes* 

, • • • 

The study is a fascinating and complex one, with many possihle 

"directions. It is also an important one, for in the throes of rapid 

v§£#isLl change, newspapers have been struggling, to survive in a media t 

satur^x&d society. To compete well, tp survive profitably, they . need 

to continually monitor social chdnge^and respond to it with a ( 
** * \*** 

^marketable "product* - 0 ' 
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postscript, 



* 



* \ * 

When I began. $his paper, I began with a caution to the 
reacted — "To studjr-,- -de'scribe sind document changes in social 

valued is like trying. to study the wind." Well r I have just 

' ' *" " * " ' ." 
encountered what might beNtn example of the winoVin motion. > 

As I completed work ontthis paper, I sat hack and reflected 

■with a deep. satisfaction and, sense o£ accomplishment, on the monumental 

/task 1 had just-oompleted^v-^ffelt I^had researched, studied, 

^analyzed and synthesized^.cjla^ng American values over a 30-year 



period, ending up' with a ;well-sup^r^ed;hypothesis that values 

- *• ' j % . 

had, indeed, shifted to .a>elf-cantered,.< w me generation" approach.- 
• 4 'J: .< \ •« * 

I then traced the resull&^jM&is self -centered society on the 

« - . i ' >'*■ t v - 

change in content and' management styles of newspapers. It made a ^ 

■ . - - " '* ■ * 
nice, tight 'little package, until... 

« • *, ' *«, ■< . * * 

' 'Until I decided 'X6 .ones more review a few pieces, of litera- 

* * * # • 

ture I had shoved a^jayon my shep£-f or .further reading. In -the 
December 3, 1979lissue of aavertisipg Age , boldly displayed in 



black type on , the Features page .wast this headline i "From t j- 
•Me*- Decade to* 'We! Decade.." In the article, an advertising agency 
vice president, Robert ,Rees, suggests that the eighties will 

bring a change from .self- cent eredness to collective activity. 

'*<".*■ * * 

He says, . ■ ' . . . ; s 

...We hav£ .ftpund. that our decade-^Long march to find ourselv.es 
• wasn't w6r*H*tha trek. Out of self interest and for protection 
we are developing an antithesis to the "Me Decade.." This anti- 
thesis may/be the We Decade', a security through' 'collective acts, 
a return' to-; the nejat or hive. * • • ". ■ 
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As a result of this change ;&e$s says, America will see a greater 
desire for strong leadership, renewed zeal, for nationalism, a 

m 

• wider appeal for generic (rfo-namfe) brands., and a stress on 

r ^ — ■ 

marketing products based on their ability to help one be more 



•socially acceptable-. He states^, . "One of Clair ol's themes, i-It, 
lets me be me, '-was .perfect for the »Me Decade.' The We Decade 
won't want to? hear this and rather will want to hear, 'It lets 

* you be accepted.'" 

•Interesting world we live in. Just when we think we've 

' gained a valuable perspective and insight, things change, and _ 



we have to start our work over again^. 



But I won't redefine my work yet. After searching through 

- 

additional publications, I've not found any material to substantiate 
Mr. ."Rees' projections. Of course, that's not to say it isn't 



k " there . . . 
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